This paper analyzes changes in media consumption patterns for trusted news sources over a three-year period among Qatari Nationals and expatriate residents living in Qatar, using data from the 2010, 2011, and 2012 Omnibus Surveys of Life in Qatar, administered by the Social and Economic Survey Research Institute (SESRI). Results show that television remains the strong favorite for local news and international news for both Qatari Nationals and expatriate residents, but that reliance on television is declining, especially for international news. Consumption of daily newspapers as the preferred source of local news remained stable among Qataris, but declined among expatriates. Internet news sites as the preferred source for local news increased during the three-year period. Additional analyses suggest weak agenda-setting effects between trusted news sources and perceived most important issues, and positive correlations between use of Internet sites and interest in political news.
reasons but often happen to encounter news information while they are on social media sites (Pew Research Center, 2014) . In some cases, however, audiences do use social media to follow the news, with social networks therefore becoming a populist form of news publishing. For example, a survey by Aref (2013) found that Egyptian college students were more likely to go to Facebook than Google to find information on breaking news.
As the number of social media users has increased, so has the potential for social media to have an impact on political processes and outcomes. Mass media research has a long history of investigating the relationships between news media consumption and political knowledge and attitudes (e.g., Herring, 1938) . Not surprisingly, scholars are now turning their attention to investigating similar effects with social media usage (e.g., Gueorguieva, 2007; Williams & Gulatti, 2007) . For example, Barack Obama's 2008 presidential campaign was widely credited for its shrewd use of social media in helping empower and mobilize young voters. And the effective use of social media by activists and ordinary citizens during the Arab spring in 2011 has spurred considerable scholarly activity in a short period of time (e.g., ElShaarawi, 2014) Though published research focusing on how Arab or Middle East media affect public opinion or political views has a more brief history, the body of literature in this area is growing. Most of this research has applied interpretive social science or critical-cultural epistemologies, though a few researchers have recently started using public opinion survey techniques on samples in these regions (e.g., Elareshi & Gunter, 2012; el-Nawawy, 2006; Meeds, et al., 2013) . In the MENA region, the role of social media use during the Arab Spring has received much attention, but scholarly views about its effects are disparate. While major news networks and some scholars
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Vol 11, Fall 2015 37 (e.g., Khondker, 2011) have emphasized social media as a key driver of the Arab Spring demonstrations, empirical content analyses of social media data suggests a more complex role and "that social media use was not dominant in demonstrations, but may have played an important role in connecting and motivating protestors" (Wilson & Dunn, 2011 , p. 1248 . Social media also provide a conduit for those who may have a hard time getting their story told in traditional media. For example, Najjar percent of these are Sunni Muslims. The small country boasts some of the world's largest oil and natural gas reserves, and as a result, has the highest per capita income of any country in the world. This high level of prosperity enjoyed by many expatriate workers in Qatar as well as Qatari nationals has likely contributed to the political stability of the country during a period of relative instability in the MENA region as a whole. However, Qatar has also increasingly been the subject of international scrutiny
Vol 11, Fall 2015 38 and criticism for its treatment of workers and for its regional political stances.
(Central Intelligence Agency World Factbook, 2015).
Declining traditional media
As data from a 2013 survey by e-Marketer confirms for U.S. audiences, the average adult is now spending more time with digital media than with television, marking a sea-change in television's long dominance as the primary mass medium. In particular, the average U.S. adult spends about 4.5 hours daily watching television, which is about the same as in 2010. The increase in digital media usage over the same time period, though, has been phenomenal. In 2010, the average adult spent 3:11 hours with digital media (2:22 online / 0:24 mobile / 0:26 other). In 2013, however, these rates jumped to 5:16 (2:19 online / 2:21 mobile / 0:36 other), an increase of 66 percent over a three-year period. Most of this increase is due to mobile (e-Marketer, 2013) . Over the same three-year period, adult usage of traditional print media declined by 36 percent from 50 minutes per day to 32 minutes, barely a half hour.
Most of this decline in print media usage is due a 40 percent three-year decline in time spent reading print newspapers, from 30 minutes per day to 18 minutes per day (eMarketer, 2013) . This type of media use research is rarely conducted in the MENA, but one recent source reported current average usage for adults among eight Arab countries (Qatar, Bahrain, Egypt, Jordan, Saudi Arabia, Lebanon, Tunisia and United Arab Emirates) and found time watching TV and time spent on the Internet using wireless devices to be similar at about three hours per day, while time spent reading newspapers averaged just under one hour per day (Dennis, Martin & Wood, 2014 (Radcliffe, 2014) .
The declining usage of traditional media, especially print media, cannot be attributed entirely to the public's fascination with new technology. Advertising revenues for traditional media continue to fall or remain flat. U.S. ad revenues for television in 2013 remained about the same as the year before (-0.6 percent), radio revenues dropped 1.2 percent, magazines dropped 5.1 percent and newspapers dropped 8.2 percent. Projections for 2014 print advertising revenues remain bleak, with another 7 percent drop predicted (MAGNA Global, 2014) . While traditional ad media revenues fall, however, digital media advertising revenues grew by 17 percent in 2013 (MAGNA Global, 2014) . Reports on MENA region advertising spending by type of media are not readily available, but some experts expect digital ad spending to triple in the MENA region from 2013 to 2018 (Jones, 2014) .
Evidence is accumulating that as advertising revenues for traditional media have fallen or at least stagnated over the last decade, the evaporating revenue stream is causing publishers to cut back on their investments in news content. As the PEW research center reports, "Nearly one-third -31% -of people say they have deserted a particular news outlet because it no longer provides the news and information they had grown accustomed to" (Sterling, 2013) .
Evolving agenda-setting roles in a changing media landscape
Agenda-setting provides a cogent theoretical framework to examine how changing media consumption patterns might affect public perception of important issues, political participation, and personal network levels of influence within societies (McCombs & Shaw, 1972) . Though early research in agenda-setting focused Shaw & Weaver, 2014) . Third level agenda-setting is most relevant to understanding the relationships between changing media uses and preferences in an increasingly digitized media environment, and how public issues gain importance among a variety of networked audiences.
In an analysis of media systems evolution published more than a decade ago, Lehman-Wilzig and Cohen-Avigdor (2004) argued that the Internet as a communications medium was transitioning between the late growth and early maturation stages of the product life cycle. And a decade, one could argue, is a lifetime in today's media environment. Social media platforms such as Twitter and Facebook are no longer a novelty. Social media play a well-documented role for adults in western countries-especially younger adults-actively acquiring information about social issues. This role is much less pronounced among older adults, however (Duggan & Smith, 2013) . Election season studies have shown this increased use of social networks, as well as political blogs, suggest a stronger agendasetting role for social media and a "weakening influence of elite, traditional media as a singular power in influencing issue interpretation within networked political environments" (Meraz, 2011, p. 107) . These changing patterns of inter-media and inter-network influence, in turn, can create an "agendamelding" effect, in which each audience, with its different values and issues, now has a greater ability to form its own blended set of issues and orientations to them based on selecting the mediated and
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Vol 11, Fall 2015 41 networked information sources they find most comfortable (Shaw, McCombs, Tran & McKeever, 2010) . Vargo (2014) , for example, found support for the agendamelding concept in an election study in which Democrat supporters were more influenced by vertical media on Twitter while Republican supporters relied more on Tweets from horizontal media. Even though social media represent an increasingly higher proportion of time spent with media, research still shows that adults consistently use news media to acquire information about issues that represent a high need for orientation (e.g. Matthes, 2008) . were not asked the set of questions regarding media usage and were therefore dropped from subsequent analysis.
In terms of gender, 48 percent of the Qatari participants were females; 50 percent of the resident expatriate participants were females. The response rates and survey-wide maximum sampling error estimates among the subsamples were 64 percent for the Qatari sample (sampling error ± 3.9 percent), and 75 percent for the resident expatriate sample (±3.4 percent). By comparison, the U.S. General Social Survey response rates average around 70 percent (General Social Survey, 2013) .
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The primary utility company in Qatar (Qatar General Electricity & Water Company) provided the sampling frame that included all known households in Qatar.
The survey sampling design used stratified systematic samples based on the estimated population proportions for each of the three subsamples. In addition to stratifying based on residence type (Qatari national, resident expatriate, and labor migrants), the sample was also stratified by municipality and zone, and was clustered at the city block level.
Interviews were conducted in-person using Computer-Assisted Personal Interviewing (CAPI) technology, and were done in Arabic or English, depending on the preference of the participant. Participants' level of fluency in either Arabic or English was not gauged, so the extent to which each participant understood each question cannot be determined. However, all interviewers were fluent in both Arabic and English and were instructed to help participants if some questions posed difficulty in comprehension.
All data were weighted prior to analysis using a weighting variable based on known population parameters and calculated by the Social and Economic Survey Research Institute (SESRI) at Qatar University. The weighting variable took into account estimated sampling error for the survey strata to adjust for the probability of selection and non-response within strata. Funding for the survey was provided to SESRI by the Qatar Foundation, a large government supported foundation based in Qatar.
Measures
Most trusted news sources were based on the question "Which of the following news sources do you trust most for local news/international news?" and In contrast to the United States, people in Qatar appear to be more reliant on traditional media for news. Not only is television still the dominant news medium in Qatar, but it far outpaces all other news media. During the three-year period from 2010-2012, the rate of people saying television was their most trusted source for local news actually increased from 81.8% to 83.3% among Qatari nationals and increased
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Vol 11, Fall 2015 46 from 71.7% to 73.8% among expats. When it came to international news, however television declined as the most trusted source, with 92.0% of Qataris choosing television in 2010 compared with 81.6% in 2012. For expats, television also declined as the most trusted news source with 84.4% choosing television in 2010 and only 68.4% choosing it in 2012. Overall, the number of people who rated television as their most trusted news source declined somewhat during the three-year period. Television is still a powerful medium, however, with more than two-thirds of the population preferring it for news. 2010, compared to 13.9% of Qataris and 18.4% of expats in 2012. Though the reasons why newspapers' reputation as a trustworthy news source decreased for local news but increased for international news cannot be ascertained from the questions asked in these surveys, the data suggest the reliance on print newspapers in Qatar is decreasing, but at a more gradual rate than in the United States. For most trusted sources for international news, television was also the primary source, but the preference dropped from 90% to 75% between 2010 and 2012 among Qatari nationals and from 80% to 69% among expats. Print newspaper reliance actually increased among Qatari nationals (from 4% to 10%) and held steady at 7% among expats. For Internet news sites, only 3% of Qatari nationals trusted this medium most for international news in 2010, raising slightly to 5% in 2012. The reliance and increase was more marked among expats for the Internet as the most trusted source for international news, increasing from 9% to 17%.
Most important issues facing Qatar
Overall, in 2011, 72.3% of respondents chose television as their most trusted local news source, while 20.9% chose print newspapers, and 6.8% chose the Internet.
In 2012, these numbers were 74.6% for TV, 16.3% for newspapers and 9.1% for the Internet.
In response to the multiple choice question with four options regarding the most important issue currently facing Qatar, in 2011 42.6% of the survey respondent said it was fighting rising prices, 41.2% said it was maintaining order, 11.0% said it was giving people more say in government decisions and 5.1% said it was protecting freedom of opinion. In response to the same question in 2012, 57.2% of respondents said the main issue facing Qatar was maintaining order, 31.0% said it was fighting rising prices, 6.1% said it was giving people more say in government decisions and 5.7% said it was protecting freedom of opinion. In terms of the rank orders then, from 2011 to 2012 fighting rising prices went from first to second and maintaining order went from second to first, while giving people more say in government decisions and protecting freedom of opinion remained the third and fourth most important issues in Weak, but significant, relationships for frequency of Twitter usage were found for all three political interest variables. Participants who logged on more frequently to Twitter were more likely to say they were interested in politics (r 2011 = .06, p < .01, r 2012 = .09, p < .01), more likely to report that they followed local political news closely (r 2011 = .05, p < .05, r 2012 = .08, p < .01), and more likely in 2011 to believe it was important to live in a democratically governed country (r 2011 = .08, p < .01, r 2012 = -.03, p > .05).
Changing Roles of Media in Qatar Journal of Middle East Media
Vol 11, Fall 2015 52 Though the data analyzed in this study do not measure the availability of online news content in Qatar, limited access to online news and a dearth of alternative online news sites focused on Qatar (especially in Arabic) could also play a role in the types of news content residents of Qatar seek and find on the Internet. In a 2012 study conducted by the Open Net Initiative to assess Internet censorship in more than 70 countries, researchers found evidence of selective filtering of political content and content related to conflict and security issues in Qatar, along with pervasive filtering of social content and Internet tools (Reninsland, 2012) .
When participants were asked to choose which of four issues they thought was most important in Qatar, the issue of maintaining order was the top issue both years overall, but it was only the second most important issue in 2011 for people who rated Overall, the findings reported here suggest that people in Qatar are increasingly trusting various Internet platforms to provide them with the news information they seek. They also are becoming somewhat less reliant on traditional news media, but the decline for traditional news media may be occurring at a slower rate than in the United States. Vol 11, Fall 2015 
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